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1  理论模型与研究假设 


























































































































特征（Low et al., 1992）。与已有研究观点（Alexandris 
et al., 2006; Lee et al., 2012; Prayag et al., 2012; Lee et 




突出情感属性（Lee et al., 2013）；地方依赖是个体














感（Lee et al., 2013）。因此，地方感与在场情感体


















图 1  在场阶段情感体验建构理论模型 














（Hennig-Thurau et al., 2002），并将其视为解释顾客










































2  研究设计 





































图 2  概念模型 


























3  数据分析与结果 
























表 1  人口统计信息 
Tab.1  The demography 





女性 57.6 企事业人员 30.7 
年龄/岁 
≤18 7.9 教师 5 
19~24 35.3 离退休人员 3.5 
25~34 29.2 公务员 6.9 
35~44 13.4 私营业主 9.2 
45~54 7.7 自由职业者 11.9 
≥55 6.5 
月均收入/元 
≤2 000 27.8 
教育 
程度 
高中及以下 9.8 2 001~3 500 18.4 
大专 29.9 3 501~5 000 23.8 
本科 51.6 5 001~6 500 17.3 
硕士及以上 8.7 ≥6 501 12.7 
 
表 2  验证性因子分析 
Tab.2  Results of CFA 































































































表 3  相关系数分析 












地方依赖 0.834 — — — —
地方认同 0.724** 0.766 — — —
关系承诺（居民） 0.390** 0.440** 0.686 — —
关系承诺（游客） 0.457** 0.564** 0.506** 0.712 —
情感体验 0.690** 0.690** 0.463** 0.543** 0.769
注：**表示 1%的显著性水平；加粗字体为AVE平方根。 
 
表 4  中介效应分析 
Tab.4  The results of mediation effect 
路径 约束模型 A 约束模型 B 理论模型
地方依赖关系承诺 0.736*** — 0.703*** 
关系承诺情感体验 0 — 0.455*** 
地方依赖情感体验 0.791*** — 0.455*** 
地方认同关系承诺 — 0.192*** 0.246*** 
关系承诺情感体验 — 0 0.455*** 









图 3  假设检验 
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Abstract: The on-site stage is important for tourists’ emotional experience; “integrity” of the tourism experience 
depends on the congruence and efficient operation of experiential elements. Currently, there is an incomplete 
understanding of the “essence” of tourists’ experience, and a research gap in understanding the implicit 
characteristics of tourists’ experiences remains. Based on the theory of social constructivism, this study analyzes 
the theoretical framework of tourists’ emotional experience construction in the on-site stage and proposes two direct 
factors that influence emotional experience construction. The theoretical framework is tested, and the interaction 
between various construction elements is analyzed by Structural Equation Modeling (SEM). Research reveals that 
the physical and social situations are two conceptual elements that comprise both tourists' actual and theoretical 
emotional experience in the on-site stage. Short-term contact between the individual and the destination leads to the 
realization of the tourism experience, and its essence is the emotional interaction between the human and the 
physical situation. The emotional interaction between tourists and local residents, traveling peers, and even scenic 
service staff can directly affect the degree of emotional experience. Sense of place and relationship commitment are 
direct factors that construct tourists' emotional experience in the on-site stage. Place identity and dependence 
positively influence tourists’ emotional experience from both emotional and functional perspectives. Tourists' 
emotional experiences in the on-site stage are primarily borne from place dependence-that is, the individual's bodily 
experience at the destination is the first point of the tourist experience. Place identity affects emotional experience 
through the “human-human social relationship” approach. This paper develops the scale of relationship commitment 
in the context of tourism experience. Relationship commitment refers to the emotional engagement that tourists 
actively experience with others that yields a positive experience. As a latent construct of the second-order structure, 
relationship commitment is composed of the emotional connection between the tourists with peers and local 
residents. In addition to directly influencing the emotional experience, relationship commitment also mediates the 
influence of sense of place on emotional experience. Compared with emotional connections with local residents, 
the emotional connection between tourists and their peers can influence the tourists’ perception of relationship 
commitment more strongly, which in turn affects the construction of emotional experience. Therefore, the emotional 
interaction between tourists and their peers is the core of the emotional experience construction. Finally, the article 
suggests several avenues for improving tourists’ emotional experience in national cultural scenic destinations: 
strengthening the display of the national cultural characteristics of tourism destinations, strengthening the influence 
of tourists’ bodily experiences on the meaning of tourism destinations, enhancing the community residents’ affinity 
for tourism, and establishing a good social interaction environment. 
Key words: on-site stage; emotional experience; construction; sense of place; relationship commitment 
